foodstuffs, has shifted the research agenda toward specific food related studies investigating the impact of origin label products on consumer perceptions.
A brief synthesis of these studies reveals that the origin label is an important source of value added to European agri-business. Indeed, some authors (Aaker, 1991) even suggest that the origin attribute confers a benefit similar to 'brand image', or may even act as a barrier to entry to potential competitors wishing to replicate the 'original' good (Thienes, 1994) . Accordingly, other research suggests that consumers are often willing to pay a price premium for origin labels (e.g., Louriero and McCluskey, 2000; Fotopoulos and Krystallis, 2001) . Indeed, region of origin is often included and perceived by consumers as a relevant product cue to infer quality at the point of purchase (Steenkamp, 1987 (Steenkamp, , 1990 Peri and Gaeta, 1999) or even to lower levels of food risk associated with safety and hygiene ).
Moreover, some commentators Unterschultz et al., 1998; Guerro, 1998; DOLPHINS, 2001) suggest that consumers may even exhibit 'ethnocentric' behaviour toward national or even territorial products.
Thus, further recognition of the economic and sociological importance of the 'sustainable development' initiatives as an avenue of sustenance to traditional farming livelihoods and practice, continues to provoke further interest in territorial products.
However, it is rather surprising to note that within all the rhetoric, the vast majority of marketing studies either focus primarily on the impact of 'intrinsic' (e.g., colour, texture, raw materials) and a limited selection of 'extrinsic' (e.g. price, packaging, brand) cues on consumer perceptions, or attempt to measure the consumer's willingness to pay for an origin label. Conversely, there is a dearth of research 3 investigating the role of 'intangible', or 'symbolic' cues, and in particular, the way they interrelate with established intrinsic and extrinsic attributes within the consumers overall understanding of what constitutes a territorial good. Indeed, the paucity of existing marketing studies reveals that symbolic product cues may have a significant bearing on consumer perceptions of territorial products. For example, a consumer may purchase a territorial good on the basis that it is 'traditional' (Tregear et al., 1998, see below), 'rustic' or 'natural' (Trognon, 1998) or even 'exotic' or 'gourmet' (Kupiec and Revell, 1998) Tregear et al., (1998) . Reprinted with kind permission from the authors.
The seminal study of Tregear et al. (1998) employs a qualitative 'funnelled' focus group 2 approach, to investigate consumer perceptions of 'northern English foods', 2 Focus groups are a qualitative instrument of investigation involving small groups of consumers and are defined as, 'carefully planned discussions designed to obtain perceptions on a defined area of interest in a permissive non-threatening environment ' (Kreuger, 1994) . Funnelling is where one begins with broad definitions surrounding the topic area, followed by more specific exploration of the meanings and characterisations of the subject matter.
where discussions were aided by an array of product prompts designed to help, "clarify discussant conceptualisations of phenomena and solicit further ideas" (pp386, Tregear et al., 1998) . Focus groups were conducted in 8 locations across
England and were representative of geographical location, age, gender and socioeconomic conditions. The discussions within the group were ordered into structured concepts using an indexing and coding framework known as the NUDIST 3 software package based on 'grounded theory' (Strauss and Corbin, 1990) , where theory is built upon the ideas which emerge from the data. The resulting theoretical construct presented in figure 1 confirms the notion that such products contain an array of complex mechanisms, all of which play a vital role in building up the perceptual meaning of a territorial good. In particular, the study reveals that consumer perceptions of territorial goods are closely tied to the concept of 'authenticity', which in itself is related to an array of personal (knowledge, experience), product (name, label, appearance etc.) and situational (retail outlet) factors. Equally, it was found that territorial goods might also be described in terms of 'tradition' or 'heritage', which is perceived to have its origins in the economic and cultural circumstances of those individuals who inhabit the locality from where the product is produced.
From this evidence, it is argued that a deeper understanding of these 'hidden' constructs within specific territorial foods, and how they relate to consumer perceptions is essential, if we are to continue to improve the marketability of these products. However, whilst the qualitative approach, which constitutes the vast majority of work within this specific research area, is a useful exploratory tool for generating insights and clarifying marketing hypotheses, there is always the danger 3 NUDIST stands for Non-Numerical Unstructured Data for Indexing, Searching and Theorising. that the analysis and interpretation of qualitative data may be subject to interviewer In this way, we attempt to clearly identifying consumer profiles for purchasers of territorial products based on their underlying perceptual patterns, thus better equipping practitioners' marketing strategies.
METHODOLOGY
An examination of approved food quality labels in the EU (Peri and Gaeta, 1999) reveals that in 1997, approximately 85% of these labels originated mainly from Mediterranean countries (France, Greece, Italy, Portugal, Spain), all of which possess a centuries old tradition of national and territorial food specialities. Thus, the significance of a study of this nature to small and medium sized rural enterprises (SMEs) is clearly greater for any of the five candidate countries above. Accordingly, our choice of survey location was Greece. Moreover, given the potential lack of focus associated with territorial food product preferences, we decided to narrow our inquiry to olive oil. This product choice is motivated by the fact that it has played a significant role in the Greek diet for generations, is of particular importance to Greek agribusiness 4 and is associated with the highest number of PDO/PGI certificates in Greece. Additionally, we recognise that there are several 'Mediterranean consumer' focused research studies on region of origin in olive oil (Galanopoulos et al., 1999 , Fotopoulos and Krystallis, 2001 , Scarpa et al., 2001 . However, these studies typically focus on the importance of the origin label, or the willingness to pay for PDO/PGI labelled products, rather than identifying and interpreting the complex perceptual inter-relationships inherent within Mediterranean territorial goods.
Accordingly, the key areas of investigation are: Thus, the research was undertaken in the summer of 2001 in the northern Greek city of Thessalonica, and was split into two main stages. In both stages, an English version of the questionnaire was developed first, which was then 'back translated' (Brislin, 1986) into Greek. The first stage involved a pilot survey involving a representative (age, education and income) sample of 20 Greek consumers, with particular emphasis on investigating a range of product cues selected from Tregear et al. (1998) .
However, an immediate problem arose in that the concepts derived from their study are based on an array of territorial goods (i.e., northern English foods) and are solicited from UK consumers. Accordingly, the pilot acted as a useful filtering process, such that a meaningful set of product attributes could be derived in relation to Greek consumer's perceptions of territorial olive oil. Additionally, to afford ourselves the advantage of detailed statistical cross referencing, it was important that the underlying questionnaire needed to be free from any misunderstandings or ambiguity emanating from the usage of symbolic concepts which could seriously impair or bias our results.
Thus, in the pilot consumers were asked to rate each attribute on a five point semantic differential scale ('1' -'not at all important'; '5' -'very important') and add any additional comments on interpretation and clarity. At the outset, it was recognised that particularly complex abstract concepts derived from detailed focus groupings were not readily translatable to questionnaire format. Of those constructs that were chosen for our pilot, a number of further problems emerged. One issue was the inability of a significant proportion of respondents to adequately distinguish between 'territorial culture' (ideas, beliefs, values) and 'territorial customs' (behaviour) as separate symbolic attributes. In this case, further investigation revealed that consumers were happier with the term 'culture', which led us to remove the word 'custom' from the final questionnaire design. Additionally, the word 'traditional' rather than 'historical' was seen as a more powerful construct in relation to describing territorial olive oil products. Finally, comments made by many of the respondents on olive oil production (i.e., acidity of the olives, treatment of trees, oil filtration procedures etc.) convinced us of the need to separate out primary and secondary stages of olive oil production as identifiable intrinsic territorial product cues.
Accordingly, the final questionnaire implementation contained 15 product cues which were: growing technique; processing technique; climate and soil type of the region; colour; taste; label (design/product description); retail outlet (e.g., supermarket / small local supplier); official food certification (quality marks, official producers' consortia labels); brand name; packaging style (i.e., glass or plastic bottles); territorial price premium (i.e., does the territorial label justify the price premium?); traditional product associations with the region; rural culture of territorial olive oil producers; size of manufacturer; use of local raw materials.
The main questionnaire was split up into five sections and was implemented across a representative sample of 131 respondents. Moreover, for statistical inference purposes, the sample was stratified across four age group categories (20-34; 35-49; 50-64; 65+) , each containing at least 30 participants. Section A consisted of a number of very straightforward questions based on consumer purchasing patterns. As well as putting respondents at ease, this section was primarily designed to filter out those consumers who do not shop regularly and/or do not purchase olive oil. Section B investigated respondents' knowledge of a specific food label, namely the PDO/PGI regional indicator, and whether this indicator presented consumers with additional value added vis-à-vis 'generic' olive oil substitutes. The choice of the PDO/PGI indicator is justified on the basis that this food label is explicitly linked with the concept of territoriality. Indeed, to be bestowed with 'territorial' status, the product must conform to a number of stringent EU criteria based on rural culture and customs idiosyncratic to a particular territory, which may date back many years.
In section C, Greek consumers were consulted about their purchase habits (with visual aids) pertaining to PDO/PGI labelled territorial olive oils. Consumers were also asked to rate 15 pre-selected randomly arranged product cues related to territorial olive oil on a five point semantic differential scale anchored by 'not at all important' (1) -'very important' (5). In section D, we follow the approach of Gil et al., (2001) by asking consumers to rate their opinions on a selection of statements covering general health issues, food consumption habits and personal lifestyle values on a five-point scale ('1' -'disagree strongly'; '5' -'agree strongly'). Finally, in section E, respondents were asked to provide data on their personal details (e.g., gender, age, education, income etc.). The data retrieved from sections D and E was used for crossindexing purposes with derived consumer segments.
The data were analysed by means of factor and cluster analysis, and cross-tabulation tests. Factor analysis was used to investigate the underlying dimensions of territorial olive oil. The number of factors was chosen according to the eigen-value criterium and the factors were extracted using a varimax rotation. The K-means cluster analysis technique (Malhotra, 1993) was then applied to differentiate consumers according to their perception of territorial olive oil. In other words, the individual scores obtained with the factor analysis on product cue perceptions are used as division variables. The number of clusters was selected such that each group was statistically large enough as to be of interest to marketing policy. Finally, cross-tabulation chi-squared and analysis of variance tests were performed to statistically profile each consumer group according to the existence of significant differences in the values of the segmentation variables.
RESULTS

Dimensions of territorial product perceptions
The factor loadings for each of the underlying dimensions of Greek territoriality perceptions for olive oil are presented in table 1. Importantly, the high Cronbach's alpha score of 0.771 indicates the high reliability of the Likert scale (Hair et al., 1998) employed within the questionnaire framework. The 15 territorial product cues are grouped into five factors or underlying dimensions that explain 64.5% of the total variance. The first factor covers the historical (traditional association, growing technique; processing technique), cultural (rural culture) and geographical (climate and soil; local raw materials) associations inextricably linked to the production of olive oil within a particular region. Interestingly, the loading scores reveal that the symbolic attributes of 'traditional association' and 'rural culture' appear as most importantly associated with the underlying factor. This dimension is given the title of 'tradition and heritage' and explains 26.75% of the total variance.
Table 1. Factor loadings of territorial product cues
Factor 1 e-v=4.01
Factor 2 e-v=1.88
Factor 3 e-v=1.39
Factor 4 e-v=1.24
Factor 5 e-v=1.14 Communality Notes: *** indicates significance at 1%; "e-v" = eigen-value The second most important identifiable factor links the economic consideration of production size with value added connotations associated with food certification rights bestowed on territorial olive oil products. Both of these attributes are subsumed within the dimension of 'supply chain performance' and explain 12.53% of the total variance. With 9.3% of the total explained variance, the next factor subsumes those extrinsic cues of the regional product that promote consumer perceptions of authenticity (see Tregear et al., 1998, p.389) , in particular the packaging style, the design and content of the label and the point of purchase. Thus, they can be regarded as manifestations of the underlying latent dimension of 'extrinsic authenticity cues'.
Ranked fourth with 8.27% of the total explained variance, is the factor related to taste and colour. Both of these descriptors are classed as intrinsic product cues, where the former infers quality 'experience' (post-consumption) and the latter infers 'expected' quality (pre-consumption) (Steenkamp, 1990) . Accordingly, this factor is given the name 'intrinsic quality cues '. 5 Finally, the fifth factor accounts for 7.62% of the total variance and links brand name with the price premium of a territorial product. As both of these descriptors are closely associated with product differentiation, the underlying dimension is 'extrinsic quality cues'. Importantly, these results complement the qualitative insights developed by Tregear et al., (1998) . In particular, the role of symbolic or intangible product cues, which are often ignored within the marketing literature, feature highly (i.e., the top two dimensions) in Greek consumers' perceptions of territorial olive oil.
Consumers' segmentation and profiles
The next step in our empirical investigation is to segment respondents according to their perceptions of territorial olive oil. More specifically, we investigate whether consumer types emerge with respect to the level of relative importance they attach to each of the underlying dimensions. Thus, the individual factor scores obtained in the previous stage are used as division variables. Accordingly, the analysis reveals that two distinct groups of consumers emerge from the data, where a cursory examination of the data reveals that the mean scores are significantly different between segments and are of opposite signs.
The first group constitutes 29% of the overall sample (38 individuals). Consumers in this segment assign relatively greater importance to 'tradition and heritage' and 'supply chain performance' factors of territorial olive oil, whilst placing relatively less emphasis on the remaining dimensions. In other words, these consumers are relatively more concerned with the emblematic constructs behind the production of territorial olive oil and in particular their perceived association with the usage of local materials, production scale and regional culture. Equally, consumers perceive these images to be allied within an official food accreditation scheme, which is representative of the products' territorial identity. Accordingly, these consumers are deemed as being 'process orientated'. Note: * and ** indicates significant differences amongst segments at 10% and 5%, respectively
The second group of consumers is considerably larger, constituting 70.8% of the entire sample. This subsection of the sample is more closely drawn toward the 'extrinsic authenticity' and, 'intrinsic' and 'extrinsic quality cues' related to territorial olive oil. Thus, these consumers focus more closely on the tangible and retail sides of olive oil production and are therefore labelled as 'product orientated'. Notably, whilst important, they are not completely neglected in relative terms (both have negative scores but small absolute values), which supports the factor analysis result that all consumers, at least to a degree, hold some regard for these product dimensions. By contrast, opinion is polarised more clearly across segments under the intrinsic and extrinsic quality cues, where the mean scores between segments are much more widely dispersed. Notes: * and **, indicate significant differences amongst segments at 10% and 5%, respectively 1 Percentage of the individuals in the segment that fall into that specific category 2 Mean score assigned to the statement, in a range from 1 "disagree strongly" to 5 "agree completely" 3 Only those statements significantly different between segments are included 4 The term 'awareness' in this paper means that consumers claimed to have knowledge of PDO/PGI labels and then correctly identified the meaning of Council Regulation 2081/92 from a number of statements.
These results suggest that respondents are not homogeneous, with different consumers placing greater emphasis on different dimensions of territorial olive oil. Accordingly, a deeper investigation of these consumer segments was undertaken in an attempt to profile both consumer segments in terms of socio-economic variables, lifestyles and health patterns, and awareness of a specific EU food certification scheme, namely the PDO/PGI indicator. The results, which are presented in table 3, show a significantly larger proportion of female and highly educated respondents in the 'product orientated' segment, which attaches relatively more importance to 'authenticity' and 'quality' cues. Conversely, a significant proportion of males and respondents with lower levels of education fall predominantly within the 'process orientated' segment.
Socio-economic variables of income and age are not found to differ significantly between segments.
With regard to lifestyles and personal attitudes, we find that 'product orientated' consumers are statistically more concerned about health issues (periodically check their health) and food intake (they prefer eating low fat foods). This is consistent with the emphasis that these respondents place on the quality associations of regional olive oil. Moreover, consumers in the 'product orientated' segment are relatively more concerned about leading a more balanced lifestyle. The remaining lifestyle statements were found to be statistically insignificant across both segments.
In terms of product knowledge, our results reveal a low level of awareness for the PDO/PGI certification scheme across both segments, with particularly low levels of correct recognition in the 'process orientated' group (23.7%). Whilst this result appears to corroborate other literature on Greek olive oil (Fotopoulos and Krystallis, 2001) , it is surprising to note that 'process orientated' consumers are also relatively more concerned with the dimension of 'supply chain performance', which subsumes the general term of 'official food certification'. Indeed, our study suggests that 'process orientated' consumers are clearly unsure of what a PDO/PGI quality mark signifies, although they feel that accredited food labelling schemes have important connotations. This hypothesis is supported by the figures in table 3, which reveal that 76.3% of 'process orientated' consumers find products with a PDO/PGI label as statistically more appealing. This apparent confusion within the 'process orientated' segment may also be linked with gender issues. Indeed, in Greek society, females are still predominantly responsible for household shopping and are arguably more knowledgeable about food products. Accordingly, the statistical significance of male/female representation between each segment may partly explain the level of statistical awareness of the PDO/PGI label across 'product' and 'process' orientated consumers.
The percentage of 'product orientated' consumers with a correct understanding of the PDO/PGI indicator is relatively higher (40.2%) and statistically significant. However, as a whole, the 'product orientated' group has a somewhat more pessimistic view of the PDO/PGI label, with a statistically significant proportion of the segment (43.5%) of the opinion that there are no discernable differences between products with and without the PDO/PGI label. This result supports the cluster classification in table 2 which suggests that product orientated consumers are relatively less concerned about supply chain performance (which includes an official food certification attribute).
Equally, regardless of whether or not consumer segments have knowledge of the PDO/PGI legislation initiative, there does not appear to be any discernable effect on the level of PDO/PGI brand purchase, with remarkably similar numbers of individuals in each group purchasing one or more PDO/PGI brands.
DISCUSSION
In a highly competitive environment such as olive oil production, it is important for Greek olive oil producers to improve consumer perceptions, and thus derive value added, through effective communication strategies. Based on quantitative evidence from this study, it appears at first sight that the concept of 'tradition and heritage' is a key factor in influencing consumers' overall perceptions of territorial olive oil.
However, further investigation reveals that the significantly larger 'product orientated' segment (71% of the overall sample) is particularly interested in quality (intrinsic and extrinsic) and authenticity aspects of territorial olive oil, as well as being statistically more careful about food intake and health consciousness.
Accordingly, to reach 'product orientated' consumers, we suggest the need to highlight the health and fitness (i.e., natural olive juice, no chemical processing, low cholesterol) characteristics of olive oil production on the product label. Furthermore, product information which forges a link between 'natural' or 'artisan' olive oil production methods and added quality in terms of fruity taste, perfect colour and texture may also invoke images of both authenticity and quality.
Other marketing strategies are based on the need to exploit the notion of 'tradition and heritage'. Thus, the label design could be based on a traditional farming scene, with an old style font to develop the perception that production has existed for many years.
A powerful image may capture the imagination and draw in a large proportion of the entire sample (factor analysis result), and in particular the 'process orientated' segment (cluster result) of Greek consumers. However, there is an associated caveat to this marketing approach in that, "the majority of Greeks prefer bulk olive oil sales" (pp73), with around 98% of external sales of olive oil also in bulk (Galanopoulos et al., 1999) . It may therefore be difficult to conjure up a perception of tradition and specialist production techniques linked to attention to detail and quality, which reconciles with these images of mass production.
A further policy-orientated aspect of the paper is the image of the PDO/PGI label from the perspective of heterogeneous consumer perceptions of territorial products. In terms of marketing strategy, it would be sensible to appeal more widely to the 'process orientated' segment by stressing the inherent connection between PDO/PGI certification and 'tradition and heritage' connotations. However, the 'process orientated' segment consists of less than 30% of the entire sample and already exhibits high levels of enthusiasm for PDO/PGI food labelling (despite low levels of PDO/PGI 'awareness'). Accordingly, we are sceptical that a significant marginal improvement in olive oil perceptions by 'process orientated' consumers emanating from increased PDO/PGI awareness initiatives would occur. Interestingly, given the positive image of PDO/PGI initiatives held by 'process orientated consumers, this may partly explain the apparent contradiction behind why some consumers have a high hypothetical willingness to pay for PDO/PGI labelled products, whilst simultaneously exhibiting low awareness of the scheme (Fotopoulos and Krystalis, 2001 ).
Another important aspect of the PDO label is guaranteed quality, where only superior extra-virgin olive oils are eligible for this type of food mark (Galanopoulos et al., 1999) . Given the link between food labelling and quality perception (Steenkamp, 1987 (Steenkamp, , 1990 Peri and Gaeta, 1999) , it is surprising to note, that 'product orientated' consumers, who are relatively more concerned with an array of intrinsic and extrinsic quality cues, find products with an official food label as less appealing relative to the 'process orientated' segment. Thus, it is possible that this segment is not aware of the specific PDO link with extra-virgin olive oils and that greater association between the PDO scheme and higher quality may have a favourable bias on market conditions (although we have no way of testing this hypothesis).
Thus, employing an array of intrinsic, extrinsic and symbolic product cues, factor analysis evidence from this study concurs with the notion that accredited food labels yield significant perceptual benefits, either real or implied, to Greek olive oil consumers. However, the evidence to support the notion that producers should specifically target the PDO/PGI label to derive additional value added is weak, or even hypothetical. Moreover, a stratification of our entire sample by PDO/PGI awareness reveals that the proportion of respondents who are aware of PDO/PGI labels, is not statistically more inclined to purchase PDO/PGI brands vis-à-vis those consumers who are not aware (71.7% of the 'aware' group vs. 65.5% of the 'unaware' group). 6 Equally, reference to secondary data on Greek customs reveals that a significant proportion of Greek consumers have their own channels of access to olive oil. Indeed, many purchase 'unbolted' olive oil directly from the producers (Fotopoulos and Krystallis, 2001) , or may even have free/low cost access to olive oil (i.e., through family/friends). Whilst this fact may have no effect on consumer's ideal perceptions of olive oil products, it does reduce the real impact of PDO/PGI, or indeed any other food label, on the level of potential olive oil sales in Greece.
CONCLUSIONS
The concept of origin is often claimed to be a relevant product cue to infer quality, thus influencing consumer's purchasing behaviour. Accordingly, in this paper, we quantitatively assess the relative weighting of a number of dimensions within the definition of territoriality based on a wide range of qualitatively informed product cues. Examining Greek consumer's perceptions of olive oil, we identify the five factors of (order of importance) 'tradition and heritage', 'supply change performance', 'extrinsic authenticity cues', 'intrinsic quality cues' and 'extrinsic quality cues'. Importantly, these results appear to justify the inclusion of symbolic attributes within the range of product cues for territorial olive oils, where intangible cues feature within the top two dimensions.
Segmenting consumers based on their perceptions of these dimensions reveals that two distinct groupings emerge from the data. Accordingly, these consumer groups were named as 'process orientated' and 'product orientated'. The former group places relatively more importance on 'tradition and heritage' and 'supply chain factors', with the latter group relatively more concerned with 'extrinsic authenticity and quality cues', as well as 'intrinsic quality cues'. Furthermore, we cross-reference both consumer segments with an array of socio-economic, lifestyle and product knowledge (PDO/PGI label) variables. In each case we report profile patterns from each of the investigation was considered to be beyond the remit of this paper's objectives. Accordingly, we have not included these results within the main body of the text.
segments and discuss the marketing implications for local producers looking to improve olive oil perceptions in niche markets.
Whilst the paper offers some interesting insights into the questions posited in the methodology section, there are possible directions for further research. Firstly, this study only fielded opinions from consumers in the northern city of Thessalonica, which makes it difficult to generalise our findings to Greek, and indeed
Mediterranean consumers as a whole. Equally, we are only examining the perceptual constructs behind one specific product category, where a number of studies of this type across a range of territorial products, might provide a useful source of data in building up a more generalised pattern of territorial food perceptions by Greek consumers.
